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ABSTRACT 
The present study proposed and found supportive evidence for a comprehensive 
model of customer loyalty to restaurants in terms of customers' attitude, affect and 
behavior. Using refined scales to measure service quality, commitment and need for 
variety, the model was able to predict behavioral intention and repatronage behavior 
in restaurants. A total of 430 respondents participated in this two-staged study, in 
which repatronage behavior was measured two months after respondents completed 
a questionnaire. Confirmatory Factor Analysis (CPA) confirmed the hypothesized 
measurement model with new indicators of the three latent factors: service quality 
(as indicated by food quality, atmosphere, restaurant image, innovativeness, staff 
service, pricing, convenience and communication), commitment (as indicated by 
affective commitment to the restaurant, affective commitment to the service staff, 
and cognitive commitment), and need for variety (as indicated by need for variety 
for food and need for variety for restaurant). Analysis by the structural equation 
model (SEM) showed that perceived service quality not only directly influenced 
behavioral intention, but also had an indirect effect on behavioral intention through 
commitment as the mediator. Need for variety had a significant negative influence 
on (past) patronage behavior. Behavioral intention and past patronage behavior 
significantly predicted repatronage behavior, but past patronage behavior did not 
predict behavioral intention. Past patronage was suggested to be affected by need for 
variety and perceived behavioral control. The findings of the study gave insight to 
restaurant operators on the facets of service quality and commitment that they could 
focus on in order to foster customer loyalty in customers. 
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CHAPTER 1. INTRODUCTION 
Customer loyalty has been the key topic of research in service industries e.g. 
leisure service (Wakefield & Bames’ 1996), hospitality firms (Oliver, 1998)，and 
restaurants (Mattila, 2001). For many years, mangers in the service industry has 
focused on loyalty programs in boosting sales, by rewarding patronage with points, 
discounts, or gift certificates to lure repeat patronage. Accordingly, most loyalty 
programs tended to equate loyalty with repeat patronage. However, it has been 
argued that repeat purchases (or patronage) do not necessarily indicate true loyalty 
(Baloglu, 2002), as true loyalty cannot be assured simply by offering free items and 
gift certificates (Mattila, 2001). In addition to the behavioral actions of repatronage, 
the loyalty that restaurants look for also involves attitudinal and emotional 
commitment to the restaurant (Mattila, 2001). In the present study, customer loyalty 
was analyzed in terms of the attitude, emotions and behavior of customers, which all 
determined their future repatronage behavior. 
Besides stressing the importance to build customer commitment that is 
resistant to change, the importance of emotion in understanding service loyalty has 
been revealed in recent conceptualizations of customer loyalty. In consumer-brand 
relationship, it was found that affective bonding is the core of all strong brand 
relationships (Foumier, 1998); emotional bonding with the service provider is 
strongly linked to future purchase intentions (Shemwell, Cronin & Bullard, 1994); 
and that customers progress from cognitive commitment to emotional bonding as 
their loyalty levels increase (Oliver, 1998). Therefore, affective commitment is 
conceptualized as another significant component of customer commitment in this 
study. 
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In order to establish a positive attitude to a business, providing quality 
service to customers is the most direct strategy. Indeed, it has been found that 
delivering quality service is an essential strategy for success and survival in 
nowadays' competitive economy (e.g., Cronin, Brady & Hult, 2000; Parasuraman, 
Zeithaml, & Berry, 1986). However, the relationship between the evaluation of 
service quality and loyalty behavior has remained relatively unexplored, despite the 
fact that customer loyalty is essential for service business survival (Athanassopoulos, 
Gounaris & Stathakopoulos, 2001). Therefore, in this study, customers' perceived 
service quality of restaurants was investigated to explore its relationship with 
customer loyalty and repatronage behavior. 
Behavioral loyalty or repeat purchases has typically been regarded as one of 
the aspects of customer loyalty. However, whether consumers repeatedly purchase 
the same product is affected by many factors. One important factor is the consumer's 
tendency to seek for variety in consumption. It has been suggested that exploratory 
consumer buying behavior are intrinsically motivated and whose primary purpose is 
to adjust actual stimulation obtained from the environment or through internal means 
to a satisfactory level (Baumgartner & Steenkamp, 1996). As consumers' need for 
variety directly affects customers' patronage level, it was also analyzed in the 
present study to investigate its relationship with customer loyalty and repatronage 
behavior. 
The aim of this study is to provide a comprehensive model to understand the 
antecedents leading to repatronage behavior in restaurants, by analyzing loyalty as 
influenced by customers' attitude about the restaurant, their commitment towards the 
restaurant, and how individual's variety-seeking tendencies affect their patronage 
behavior. I first define and review the different factors of commitment, service 
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quality, and need for variety in the restaurant context, and then propose and test a 
model on how these factors contribute to repatronage behavior in restaurants. 
Customer Loyalty: A Review 
Understanding how and why loyalty develops in customers remains one of 
the crucial management issues nowadays. While early interest in loyalty sought to 
understand why customers repeatedly preferred certain brands of low-priced retail 
goods (e.g., Day, 1969; Jacoby, 1971), attention has since shifted to look at the issue 
in service patrons (e.g., Pritchard & Howard，1997). In increasingly competitive 
markets, being able to build loyalty in consumers is seen as the key factor in winning 
market share (Jarvis & Mayo, 1986) and developing sustainable competitive 
advantage (Kotler & Singh, 1981). Yet, the psychology behind the development of 
customer loyalty is not well understood. 
Conceptual Development 
A comprehensive review by Jacoby and Chestnut (1978) suggests that brand 
loyalty has been viewed and measured as a behavioral concept (i.e., the stochastic 
approach), an attitudinal concept (i.e., the deterministic approach), and 
simultaneously, a behavioral and attitudinal concept. I first briefly review the 
postulates of these approaches in understanding brand loyalty and then extend the 
discussion into customer loyalty in the service context. 
The Behavioral / Stochastic Approach. The main postulate of the stochastic 
approach of brand loyalty is that loyalty is behavior: the individual who buys the 
same brand repeatedly is said to be loyal to this brand. The problem of this approach 
is that loyalty is considered as having unpredictable frequency and thus is inherently 
inexplicable, rendering any explanation of loyalty and prediction of specific course 
of action impossible (McAlister & Pessemier, 1982). The major disadvantage of this 
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view is that it implies it is difficult for a company to influence repeat purchasing 
behavior, as this company does not know the actual cause of loyalty (Odin, Odin & 
Valette-Florence, 2001). 
The Attitudinal / Deterministic Approach. The deterministic approach of 
loyalty posits that there are a limited number of explanatory factors generating 
loyalty, which the researcher can isolate and manipulate. Here, brand loyalty is 
treated more as an attitude. The researcher investigates the psychological 
commitment of the consumer in the purchase, without necessarily taking the 
purchase behavior into account (Jacoby, 1971). Deterministic models predict a 
particular course of action based on the input variables such as consumer 
characteristics, brand attitudes, and consumer needs. 
A Composite of Behavior and Attitude. Jacoby and Chestnut (1978) argued 
that composites combining both attitudes and behaviors more adequately capture the 
reality of the brand loyalty construct. They reconciled the two approaches by 
integrating the two notions of behavior and attitude within one conceptual definition. 
This consists of six necessary and collectively sufficient conditions — brand loyalty is 
(a) the biased (i.e., nonrandom), (b) behavioral response (i.e., purchase), (c) 
expressed over time, (d) by some decision-making unit, e.g., an individual person, or 
a family, (e) with respect to one or more alternative brands out of a set of such 
brands, and (f) is a function of psychological (decision-making, evaluative) process. 
These six criteria are considered necessary and collectively sufficient for 
conceptually defining brand loyalty. To conclude, it is suggested that besides 
stressing on the behavioral response demonstrated by being brand loyal, loyalty also 
implies a commitment to repeat purchases, based upon an ongoing positive 
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evaluation or attitude toward the brand or service provider (Jacoby and Chestnut, 
1978). 
Empirical Studies: Customer Loyalty in Terms of Behavior and Attitude 
Studies have demonstrated that customer loyalty is a multi-dimensional 
concept involving both behavioral elements (repeat purchases) and attitudinal 
elements (commitment) (Day, 1969; Dick & Basu，1994; Pritchard, Howard & 
Harvitz, 1992). Researchers suggested that focusing on behavior alone (i.e., repeat 
purchases) could not capture the reasons behind the purchases. That is, by studying 
behavior alone, one cannot tell whether the repeat purchases merely stem from, for 
example, convenience or habitual buying, or whether the customers really maintain 
attitudinal loyalty. Jacoby and Chestnut (1978) reasoned that while strictly 
behavioral measures of brand loyalty may provide satisfactory prediction of 
subsequent behaviors, they are incapable of offering an understanding of the factors 
underlying (i.e., causing) the development and modification of brand loyalty. 
Attitudes are thus considered as the psychological construct most capable of 
providing such explanation. 
In particular, Day (1969) stated that in order to be truly loyal, a consumer 
must hold a favorable attitude toward the brand in addition to purchasing its product 
repeatedly. Consumers may have a high level of patronage of a certain brand because 
of factors like habitual buying, convenience, financial incentives and lack of 
alternatives. Day (1969) termed this type of consumers as having spurious loyalty as 
they do not have commitment toward the brand. 
Moreover, Baloglu (2002) found that customers with strong attitudinal 
attachment and high repatronage behavior (i.e., true loyalty) almost always patronize 
a particular company or brand and are least vulnerable to competitive offerings, 
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compared with customers with low attitudinal and/or low repatronage. Baldinger and 
Rubinson (1996) also found that highly loyal customers who have strong and 
consistent attitudes toward the brand tend to stay loyal to the same brand. All in all, 
past literature supports the view that utilizing both the attitudinal and behavioral 
components provide a more powerful definition of brand loyalty. 
In the present study, the construct of customer loyalty is represented by 
commitment (which includes attitudes and emotion), and past patronage behavior. 
Commitment: A Composite of Cognition and Affect 
In understanding what antecedents lead to customer loyalty, commitment has 
been thought to provide a clearer picture (Day, 1969). Commitment can be defined 
as "an enduring desire to maintain a valued relationship" (Moorman, Zaltman, & 
Deshpande, 1992). Brand Commitment may be defined as an emotional or 
psychological attachment to a brand within a product class (Lastovicka & Gardner, 
1977). Some researchers hold that this construct could provide the essential basis for 
distinguishing and assessing the relative degrees of brand loyalty (Jacoby & Kyner, 
1973). Others assert that commitment and loyalty are related, yet by definitions are 
distinct, with commitment leading to loyalty (Beatty, Kahle, & Homer, 1988). A 
model by Dick and Basu (1994) revealed a similar idea that commitment serves as a 
precursor to loyalty attitude and its "appraisal function" of continued patronage. In 
essence, commitment is the 'emotional or psychological attachment to a brand' that 
develops before a customer would be able to determine that their repeat purchase 
behavior was derived from a sense of loyalty (Beatty & Khale’ 1988). 
While commitment is usually considered in a purely cognitive term that 
refers to consumer attitudes of attachment to a brand (Pritchard, Haviz & Howard, 
1999), the attitudinal domain of this attachment may also include some emotional or 
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affective nature. Crosby and Taylor (1983) argued that the principle of commitment 
was best explained by two antecedent processes. The first process is cognitively 
based, which involves consumers' management of information about their 
preference (information process). Crosby and Taylor (1983) argued that the need to 
maintain a consistent information structure (e.g., beliefs, reasons for 
purchase/repurchase) helped maximize one's resistance to change. The second 
process dealt with the personal attachment and whether people identified with 
important values and self-images linked to a preference (identification process). The 
more strongly consumers identified with a particular brand, the greater their sense of 
commitment to that preference. In the service industry where the interaction between 
service-provider and consumers directly influences the appraisal of services received, 
emotional attachment between the two parties may help breed commitment through 
the customer identifying with the service or the physical setting of a restaurant. 
Indeed, in the restaurant context, besides attitudinal and behavioral 
commitment, Mattila (2001) found that the loyalty that restaurants really seek also 
involves emotional commitment to the restaurant. Affective commitment involves 
emotional attachment to the restaurant, liking the restaurant, and having a sense of 
belonging to the restaurant. It is argued that affective commitment should be 
distinguished from cognitive commitment (Geyskens, Steenkamp, Scheer, & Kumar, 
1996)，which mirrors consumers' brand beliefs and evaluation (e.g., the restaurant is 
clean). Emotionally bonded customers tend to invest more in their relationships than 
do customers lacking affective commitment (Kumar, Hibbard, & Stem，1994). 
Recent conceptualizations have incorporated emotion into modeling service 
loyalty. In Oliver's (1998) study, customers progress from cognitive commitment to 
emotional bonding as their loyalty levels increase. In previous service research, it 
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has also been shown that emotional bonding with the service provider is strongly 
linked to future purchase intentions (Shemwell, Cronin & Bullard, 1994). Such 
recent conceptualizations of brand loyalty reveal the importance of emotions in 
understanding service loyalty. 
The significance of affective bonding between customers and service 
provider has received much support form past studies. Foumier (1998)'s study of 
consumer brand relationship found that affective bonding is the core of all strong 
brand relationships, as strong brands are less vulnerable to competition from other 
service providers. Moreover, research found that affective commitment raises the 
customer's willingness to recommend restaurants in the form of word-of-mouth 
recommendations (Harrison-Walker, 2001; Mattila, 2001; Susskind, 2001), which is 
a crucial source of new business for food and beverage outlets. 
As such, I propose that the commitment customers have towards the 
restaurant can be divided into cognitive and affective aspects. Cognitive commitment 
is the commitment concept that has been well understood in the literature. Affective 
commitment may be further divided into affective commitment towards the 
restaurant in general, affective commitment towards service staff. 
Cognitive Commitment 
The long-held understanding of commitment is that consumers have a desire 
to maintain a valued relationship with the service provider. Crosby and Taylor (1983) 
further assert that customer commitment is a stable preference that is bound by an 
attitude of resistance to change. Customers may develop certain favorable attitudes 
towards a restaurant that make them resistant to switch to other competitive 
restaurants. Therefore, I propose attitudinal commitment as a cognitive aspect of the 
concept of commitment. 
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Affective Commitment Towards the Restaurant as an Entity 
The affective commitment customers have towards a particular restaurant 
may be a feeling of attachment and liking the restaurant as an entity in general. The 
committed customers simply feel a strong emotional bonding with the restaurant, its 
ambience or physical setting, and are likely to talk about the restaurant with others. 
Affective Commitment Towards Service Staff 
The essence of affective commitment is about the valued relationship 
between customers and the restaurant. As a human agent, service staff is an 
indispensable element in building quality relationship by actively providing services 
to customers. Customers may develop a close and warm relationship with the staff of 
the restaurant in the delivery of service and have a strong emotional bonding with 
the service staff. 
Service staff of the restaurant includes the restaurant owner(s), who is the 
person-in-charge of the establishment, the managers, and the waiters/waitress of a 
restaurant. If consumers are emotionally committed with the service staff, consumers 
may stick to the restaurant that particular service staff works in. For instance, there 
are anecdotes that even if the restaurant staff works in a new restaurant in a different 
location serving a different cuisine, customers will visit the new restaurant because 
they are emotionally bonded to the service staff. In this sense, the affective 
commitment customers have towards the service staff is an indicator of their level of 
commitment towards a restaurant. 
I thus propose that the construct of commitment can be represented in these 
three aspects. It is one aim of this research to identify the indicators of commitment 
in the restaurant industry. 
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HI: Commitment for the restaurant can be represented by three indicators, 
which are cognitive commitment, affective commitment to the restaurant, 
and affective commitment to the service staff. 
Attitudes Towards the Restaurant: Perceived Service Quality 
In understanding the antecedent process of commitment, Pritchard, Haviz and 
Howard (1999) suggested that service performance or quality might be an important 
antecedent at work. This section discusses how service quality can be conceptualized 
in the restaurant industry and speculates its effects on commitment and behavioral 
intention. 
In order to establish positive attitude to a business, providing quality service 
to customers is the most direct strategy. The management of service quality is also 
commonly identified as one of the most effective means of building a competitive 
position in service industries. As defined by Zeithaml (1987), perceived quality is 
the consumer's judgment about an entity's overall excellence or superiority. It is a 
form of attitude (Strandvik & Liljander’ 1995), related but not equivalent to 
satisfaction (Hennig-Thurau & Klee’ 1997)，and is resulted from a comparison of 
expectation with perceptions of performance (Parasuraman, Zeithaml, & Berry, 
1988). 
The Disconfirmation Gap Model of Service Quality 
Parasuraman, Zeithaml, and Berry (1985, 1988) operationalized consumers' 
attitudes toward service quality by the SERVQUAL instrument, which was 
developed based on the "gap model". They defined customers' evaluation of service 
quality as the gap between expectation and perceptions of service performance. 
Expectations are defined as desires or wants of consumers, i.e., what they feel a 
service provider should offer, whereas perceptions are defined as consumers' 
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perceptions of the performance of a service provider. The expectations from 
consumers are learnt through several aspects, such as word-of-mouth communication, 
personal needs and their own past experiences. Consumers will be satisfied with the 
service only when the performance of the service provider confirms with their 
expectations. 
The SERVQUAL instrument assumes that service quality is a 
multidimensional concept with five key dimensions: reliability, responsiveness, 
empathy, tangibles and assurance. Though this scale seems to be useful in measuring 
customer satisfaction on service quality, it has also been widely criticized. For 
example, based on a critical review of 18 service quality empirical studies, 
Asubonteng, McCleary and Swan (1996) concluded that the underlying 
SERVQUAL dimensions are likely to be industry specific. Moreover, Lam and Woo 
(1997) questioned the reliability of the SERVQUAL and found that the performance 
items of the scale are subject to instability even in a one-week test-retest interval. 
Furthermore, some researchers failed to confirm the five-factor structure of service 
quality (e.g., Avkiran, 1994; Cronin & Taylor, 1992). Therefore, some researchers 
have doubted the utility and appropriateness of this disconfirmation paradigm, and 
questioned whether or not customers routinely assess service quality in terms of 
expectation and perception (e.g., Cronin & Taylor, 1992). As a result, there is a 
common conclusion that the criteria customers use to evaluate service quality are 
complex and difficult to determine precisely. The attributes to be included and the 
ways to assess customer's perception of service quality remain a major debate. 
The Service Quality Indicators for the Restaurant Industry 
An examination of the service literature offers little to support a theory-based 
factor structure of restaurant service quality. Given the lack of a theory-based factor 
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structure from the service literature and the fact that SERVQUAL has not been 
supported or successfully adapted to the restaurant industry, it was deemed necessary 
to identify the aspects of restaurant service quality. Based on the findings of 
Athanassopoulos (2000)，s study on banking service quality, the six dimensions 
central to service quality found are adapted to the present study in the restaurant 
industry. They are corporate image, innovativeness, staff service, pricing, 
convenience, and communication. They are distinct but highly correlated constructs. 
These factors were conceptualized as indicators of service quality in the present 
study. Moreover, specific to the restaurant industry, I propose to add two more 
indicators to the service quality construct; they are food quality and atmosphere of 
the restaurant. 
The first indicator is corporate image, which is labeled in this study as 
restaurant image. Restaurant image can be described as the capability of the 
restaurant in maintaining staff-customer trust by assuring good-quality catering 
service. The second indicator is innovativeness. It measures the ability of the 
restaurant in designing and delivering new and special menu with a variety of 
choices, which can fulfill the special needs of customers. The third indicator is staff 
service. It can be defined as the responsiveness, courtesy, knowledge and 
presentation of service staff that will project a professional image to the customers. It 
is similar to the SERVQUAL dimensions of assurance and empathy, but it focused 
on the personal interaction between staff and consumers. The fourth indicator is the 
pricing of the restaurant. Pricing is simply defined as the charges of the restaurant, 
whether the prices are reasonable or not. The fifth indicator is convenience. This 
aspect focuses on the ability of restaurant in providing the service that can be 
accessed with minimal physical constraint geographically and temporally. The last 
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indicator is communication, which stresses on the capability of the restaurant in 
fulfilling needs of customers by successfully communicating the kind of food offered 
and changes in menu. 
In order to fully capture the essence of service quality in the restaurant 
industry, I propose to add two more indicators, food quality and atmosphere, to the 
service quality construct. Mattila (2001) found that the top two reasons that draw 
customers to a restaurant were food quality and atmosphere, which are contended to 
be the core attributes that foster a person's intention to return to a restaurant (Mattila, 
2001), and are thus now believed to be important indicators of how customers 
perceive the service of the restaurant. Food quality is defined as the ability of the 
restaurant to consistently assure good quality of food offered. Atmosphere is defined 
as the ability of the restaurant to create a pleasant and comfortable atmosphere for 
customers to dine in. 
It can be seen that the construct of service quality in the restaurant industry 
can be represented by different aspects. Therefore, one aim of this research is to 
identify the indicators of service quality in the restaurant industry. 
H2: Service quality for the restaurant industry can be represented by 8 
indicators, which are restaurant image, innovativeness, staff service, 
pricing, convenience, communication, food quality and atmosphere. 
Linking Service Quality and Commitment with Behavioral Intention 
Service Quality and Behavioral Intention 
One major goal of marketers is to study how behavioral intention is 
influenced by customers' evaluation of service quality. Although past research 
acknowledged the importance to examine service quality and behavioral intention in 
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the service industry, little empirical research has been done to examine the 
relationship between the two (Cronin et al.，2000). 
Past research indicated that favorable service quality perception leads to 
improved satisfaction, and that, in turn, directly influences behavioral intentions. The 
notion that service quality is an important determinant of behavioral intentions is 
quite clear. However, the exact nature of this relationship remains unresolved. It has 
been suggested by many researchers that perceived service quality has a direct effect 
on behavioral intentions (Bloemer, Ruyter, & Wetzels, 1999; Olshavsky, 1985; Rust 
& Zahorik, 1993; Spreng, MacKenzie, & Olshavsky, 1995). Indeed, in the restaurant 
industry, Mattila (2001) found out that food quality, service and atmosphere (now 
grouped under the same construct of service quality in the current study) were the 
top three reasons respondents gave for patronizing their target restaurants. Therefore, 
it is proposed that service quality would positively influence consumers' behavioral 
intention to visit a restaurant. 
H3: Service quality positively influences consumers' behavioral intention to 
visit a restaurant, i.e., the higher the perception of service quality of a 
restaurant, the higher the customers' behavioral intention to visit that 
restaurant. 
The Effect of Commitment 
Recognizing the importance of customers' perceived service quality on 
behavioral intention, the effect of their commitment towards the service provider on 
their behavioral intention should not be neglected. 
Service Quality on Commitment. The proposed construct of commitment 
centers in its effect on driving customers to have an affectively bonded relationship 
with a restaurant that is resistant to change. As such, high commitment should be a 
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result of reasoned action, i.e., behavior resulting from attitude and intention (Beatty 
& Kahle, 1988). The perception of service received forms the attitudes that 
customers have towards the restaurant, which may affect their commitment to the 
restaurant. Moreover, research on commitment and loyalty suggested that service 
performance and commitment are positively associated (Kelly & Davis, 1994)，and 
that perceived service quality might be a potential antecedent of commitment 
(Pritchard, Haviz & Howard, 1999). Taken together, service quality is thus proposed 
to be an antecedent leading to commitment to the restaurant. 
H4: Service quality positively influences commitment to the restaurant, i.e., 
the higher the perception of service quality of a restaurant, the higher the 
customers' commitment to that restaurant. 
Commitment on Intention. Furthermore, as commitment is seen as an 
antecedent of continued patronage and loyalty (Day, 1969; Dick & Basu, 1994), it 
should increase customers' intention to patronize the restaurant again. Indeed, 
research on relationship marketing suggested that affective commitment is positively 
related to behavioral intention (Shemwell et al.，1994). It is suggested that the more a 
customer feels an affective commitment to their relationship with a service provider, 
the more likely they will continue doing business with that service provider. In the 
restaurant industry, Mattila (2001) found that respondents' repurchase decisions 
were driven by their emotional bonding (e.g., a feeling of familiarity, or having had a 
memorable experience) with the restaurant. Therefore, it is proposed that 
commitment towards a restaurant would lead to a greater intention to visit the 
restaurant. 
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H5: Commitment to a restaurant positively influences behavioral intention, 
i.e., the greater the customers' commitment to a restaurant, the greater 
their intention to visit the restaurant. 
As mentioned, from past literature of the service industry, the exact nature of 
the relationship between service quality and behavioral intention remains unresolved. 
In the restaurant industry in particular, given that commitment serves such an 
important role in influencing customers' behavioral intention to repatronize, it may 
mediate the effect of customers' perceived service quality of a restaurant on their 
behavioral intention. Through their evaluation of service quality, their commitment 
level with the restaurant may exactly be a mediating factor affecting how their 
favorable or unfavorable attitudes towards the service will influence their intention 
to revisit the restaurant. Therefore, it is proposed in the current model that 
customer's behavioral intention is affected by both the perceived service quality and 
commitment customers have towards the restaurant, and commitment would also 
mediate the effect of service quality on behavioral intention. 
H6: Service quality indirectly influences behavioral intention through 
commitment, i.e., the effect of service quality on behavioral intention is 
mediated by commitment to the restaurant. 
Commitment: Full Mediation Versus Partial Mediation. While proposing that 
commitment could be a mediating factor between service quality and behavioral 
intention, it is also possible that there is a direct link from service quality and 
behavioral intention. The mediating effect of commitment would be tested in this 
study to see if it is a full mediation (if there is just indirect effect but no direct effect 
of service quality on behavioral intention, i.e., H6 holds but H3 does not hold) or 
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partial mediation (if there is both direct and indirect effects, i.e., H3 and H6 both 
hold). 
The Behavioral Aspect of Loyalty: Behavioral Loyalty/Past Patronage Behavior 
Studies of brand loyalty have thus far provided lots of operational definitions 
of brand loyalty (Jacoby and Chestnut, 1978). However, the development of brand 
loyalty measures fails by the lack of investigation of their reliability and their 
validity, despite the attempts of Olson and Jacoby (1971) to verify the reliability of 
some instruments using the test-retest technique. Moreover, the operational 
definition is often developed without any preliminary reflection on the conceptual 
nature of brand loyalty, which could also explain the diversity of existing measures, 
which are often "irrational and arbitrary" (Jacoby and Chestnut, 1978, p.41). 
As mentioned, there are varying definitions of how brand loyalty can be 
defined in behavioral measures, and yet no consistent measure of behavioral loyalty 
has been accepted in consumer research. One way to measure brand loyalty is the 
'proportion of purchase' measure, in which the Market-Share Concept (Cunningham, 
1956a, 1956b) defines loyalty in terms of the percentage of total purchases devoted 
to the single most frequently purchased brand. The problem with this measure is that 
it fixes an arbitrary loyalty threshold - above 50% of purchase proportion devoted to 
the same brand, the customer is said to be loyal. For measures with other criteria 
(e.g., Two-Thirds Criterion by Charlton & Ehrenberg, 1976)，the loyalty threshold 
may be set at a different percentage, say 67% of total purchase. As such, this 
processing of loyalty is made in a dichotomous way, loyal vs. disloyal, and is based 
on a very arbitrary judgment to determine whether a customer belongs to which of 
the two categories, which does not reflect any underlying theoretical significance. 
Customer Loyalty to Restaurants 18 
In the present study loyalty is measured on a continuum instead of defining it 
as a dichotomous variable. The intensity of loyalty to a restaurant was measured by 
the proportion of times that a customer visited that particular restaurant among a 
predetermined number of previous visits to any restaurants in the same cuisine. I 
name this behavioral loyalty as 'past patronage behavior', in contrast with the future 
repatronage behavior that the proposed model is going to predict. 
Customer Loyalty: Commitment (Cognitive and Affective) and Past 
Patronage Behavior 
As reviewed earlier, customer loyalty consists of attitudinal and behavioral 
elements. In the proposed model, the construct of customer loyalty is represented by 
commitment (which could be indicated by cognitive commitment and affective 
commitment), and past patronage behavior. 
Variety-Seeking Behavior 
Behavioral loyalty or repeat purchases has typically been regarded as one of 
the aspects of customer loyalty. However, whether consumers repeatedly purchase 
the same product is affected by many factors. One important factor is the consumer's 
tendency to seek for variety in consumption. Such a variety-seeking tendency drive 
consumers from purchasing the same product or service over time, thus is opposite 
in nature with the repeat purchase behavioral concept of loyalty. However, the 
relationship between loyalty and variety-seeking behavior is not well understood in 
the literature (Odin, Odin, & Valette-Florence, 2001). The present study attempts to 
relate the two concepts together and investigate their relationship. 
In different choice situations, consumers often find themselves in different 
extent of novelty, change or complexity (Howard and Sheth, 1969). Being loyal to a 
specific item or brand may be regarded as one of the routinization methods (Menon 
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& Kahn, 1995). Routinization may eventually lead to feelings of monotony and 
boredom. Consumers may try to increase stimulation in such situations by switching 
to something novel or different relative to their previous choice. In other words, they 
engage in variety seeking. Steenkamp and Baumgartner (1992) defined variety 
seeking as means of obtaining stimulation in purchase behavior by alternating 
between familiar choice objects simply for a change of pace. Kahn (1995) defined it 
as the tendency of the individual to seek change or variety in choices over time, for 
purchases made within a product class. In the spirit of Jacoby and Chestnut's (1978) 
definition for brand loyalty, Van Trijp (1995) defined variety seeking as the biased 
behavioral response by some decision making unit to a specific item relative to 
previous responses within variation per se, independent of the instrumental or 
functional value of the alternatives or items. All these definitions focus on the 
stimulating and varied nature of the choice variety-seeking individuals make. 
In the consumer context, repeated choice of a product reduces its stimulation 
potential for the consumer, as the choice is no longer novel or complex to the 
consumer (Berlyne, I960). This leads to a perception of boredom or lack of 
stimulation, and the consumer may try to increase stimulation by switching to 
something different or novel in the choice of a product. Theories explaining the 
cognitive mechanisms behind variety seeking behaviors are presented in Appendix A. 
Need for Variety 
In the consumer behavior context, individuals' need for variety is suggested 
to explain variety-seeking behavior (Baumgartner & Steenkamp, 1996; Van Trijp, 
Hoyer & Inman，1996). It has been suggested that exploratory consumer buying 
behavior are intrinsically motivated and whose primary purpose is to adjust actual 
stimulation obtained from the environment or through internal means to a 
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satisfactory level (Baumgartner & Steenkamp, 1996). A component of exploratory 
buying behavior is exploratory acquisition of products (EAP), which reflects a 
consumer's tendency to seek sensory stimulation in product purchase through risky 
and innovative product choices and varied, changing purchase and consumption 
experiences. Consumers who are high on EAP enjoy taking chances in buying 
unfamiliar products, are wiling to try out new and innovative products, value variety 
in making product choices, and change their purchase behavior in order to obtain 
stimulating consumption experiences. All in all, it is suggested that people with a 
high need for variety are more likely to engage in variety seeking behavior than 
those with a low need for variety (Baumgartner & Steenkamp, 1996; Raju, 1980; 
Steenkamp & Baumgartner，1992; Van Trijp, Hoyer & Inman，1996). 
In the restaurant context, the need for variety that customers look for may be 
divided into two levels; they are need for variety for food, and need for variety for 
restaurant. Consumers may have different taste preference for food (e.g., pizza or 
noodles), or varying preferences for different flavors of the same type of food (e.g., 
vanilla or chocolate ice cream). Such a need for variety is conceptualized as need for 
variety for food. On another level, consumers may want to seek variety in visiting 
restaurant, as different restaurants offers food with different styles and quality. This 
need is conceptualized as need for variety for restaurant. Therefore, I propose that 
need for variety in the restaurant industry can be represented by these two aspects. 
H7: Need for variety can be represented by two indicators, which are need 
for variety for food and need for variety for restaurant. 
Moreover, customers may engage in variety-seeking behavior by visiting 
different restaurants in order to try novel food or just to experience a different kind 
of atmosphere in a different restaurant. Given the same total restaurant patronage 
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frequency, such exploratory behavior will make consumers patronize one particular 
restaurant less often, because one has a host of choices to choose from. Therefore, it 
is proposed in the present study that a higher need for variety would lead to a lower 
patronage level. 
H8: Need for variety negatively affects past patronage behavior, i.e., the 
lower the need for variety of a customer, the higher his/her past 
patronage level. 
Relating Past Patronage Behavior, Behavioral Intention and 
Repatronage Behavior 
In understanding customer loyalty, besides investigating the factors leading 
to and affecting loyalty, the most crucial concern for marketers and service providers 
is the actual behavior of customers - whether they will actually purchase their 
service. As suggested by Ajzen and Fishbein's (1980) theory of reasoned action, 
action is a direct function of a person's intention, i.e., intention is the immediate 
antecedent of behavior. Their model suggests that the best predictor of behavior is 
the intention to act. Indeed, previous research in the field is dominated by studies 
focusing on the relationship between attitudes and behavioral intention of customers 
(e.g., Cronin et al., 2000; Leung, Li & Au，1998; Zeithaml, Berry & Parasuraman, 
1996). In fact, many of these researchers called for future studies to investigate 
actual purchase behavior on top of the often-examined covert variables like attitudes 
and intention. Therefore, in order to fully understand relationship between 
behavioral intention and actual behavior, both behavioral intention and actual 
purchase behavior were investigated in the present study. It is hypothesized that a 
higher behavioral intention to visit a restaurant would lead to an actual repatronage 
behavior, i.e., the consumer would visit the restaurant again in the future. 
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H9: Behavioral intention positively influences repatronage behavior, i.e., the 
greater the customers' behavioral intention to revisit the target restaurant, 
the greater their chances of repatronizing the restaurant in the future. 
Moreover, many studies have also investigated the role of past behavior in 
influencing behavior (Eagly & Chaiken，1993). In particular, Bentler and Speckart 
(1979) tested the influence of past behavior on present behavior in the theory of 
reasoned action. In their model, past behavior was presumed to affect subsequent 
behavior directly as well as indirectly through its impact on intention. There have 
been lots of studies investigating the effect of past behavior on later behavior, that its 
effect is a result of habit (e.g., Bentler and Speckart, 1981; Triandis, 1977), and its 
predictive power on future behavior is over and above that of behavioral intention 
(Norman & Smith，1995; Ouellette & Wood, 1998). In understanding restaurant 
patronage behavior in the present study, past patronage behavior is proposed to 
predict future repatronage behavior directly, and also through its impact on 
behavioral intention. 
HIO: Past patronage behavior positively influences repatronage behavior, i.e., 
the greater the customers' past patronage behavior level, the higher their 
chances of repatronizing the restaurant in the future. 
HI 1: Past patronage behavior positively influences behavioral intention, i.e., 
the greater the customers' past patronage behavior on the target restaurant, 
the greater their behavioral intention to revisit the restaurant in the future. 
Overview 
To date, no studies have explicitly investigated the relationship between 
brand loyalty and variety-seeking behavior. The present study incorporated the two 
concepts together and investigated how the two influence repatronage behavior in 
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the restaurant industry. In the proposed model, the construct of customer loyalty is 
represented by commitment (which could be indicated by cognitive commitment and 
affective commitment), and past patronage behavior. It is suggested that brand 
loyalty leads to repatronage behavior, while variety-seeking tendencies drive 
customers to try different restaurants from the target restaurant, thus negatively 
affects repatronage behavior. The present study proposed and tested a model 
incorporating attitudes (perceived service quality), affect (affective commitment) and 
behavior (past patronage behavior) in predicting intention and actual repatronage 
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CHAPTER 2. METHOD 
Participants and Procedure 
Data collection was conducted in two stages. The first stage was an attitude 
survey, and the second stage was a follow-up interview on repatronage behavior 
administered two months after the respondent returned the attitude survey. 
Attitude survey 
Four hundred and sixty seven people participated in the attitude survey. 
Questionnaires were distributed through personal contacts and referrals, and were 
advertised in newsgroups and the mass mailing system at the University. 
Respondents had to meet the criterion of "visiting table-service restaurants on a 
regular basis". Ninety-three out of 200 respondents returned their completed 
questionnaire through personal contact or via a freepost mailing service (response 
rate = 46.5%) and 374 respondents completed the questionnaire online. In order to 
increase response rate and encourage respondents to provide contact information for 
a follow-up interview, respondents completing the survey and providing a contact 
phone number or email address were entered into a lottery in which four persons 
were randomly selected to win a cash reward of HK$500 each. 
Follow-up interview 
The second stage of the survey was conducted through telephone or email two 
months after participants had returned the questionnaire. Respondents indicated 
whether they had revisited (or repatronized) their target restaurant within the 
previous two months after they had returned the attitude survey. Four hundred and 
thirty respondents also took part in this second stage of the study, with a satisfactory 
response rate of 92%. 
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Across the two stages, I discarded responses from 37 participants because 
either (a) their target restaurants did not have table-service, (b) they did not complete 
the first part of the questionnaire, or (c) they did not take part in the follow-up 
interview in the second stage. 
Demographics of the 430 respondents (333 females and 97 males) are 
presented in Table 1. A majority of the respondents were in the age group of 16 to 30 
(92.6%). Most of the respondents had tertiary education or above (92.8%). A 
majority of the respondents were students (75.8%), 10% of the respondents were in 
the clerical occupation, 5.8% were professionals and 4.2% were associate 
professionals. Most of the participants dined out in restaurants at least once a week 
(76.5%). The average spending on dinner per person for most respondents was 
between HK$51 and HK$100 (50.9%). 
Table 1 
Major Demographics of Respondents 





15 or below .5% 
16 - 30 92.6% 
31 - 4 5 5.6% 




Tertiary or above 92.8% 
Customer Loyalty to Restaurants 27 
Table 1 (Continued) 
Major Demographics of Respondents 





Associate Professionals 4.2% 
Manager / Executive 1.6% 




Frequency dining out in restaurants 
Everyday 5.8% 
5 - 6 times a week 8.9% 
3 - 4 times a week 19.6% 
1 - 2 times a week 42.2% 
Less than once a week 23.5% 
Average spending on dinner per person in 'target restaurant' 
$50 or below 16.3% 
$ 5 1 - $ 1 0 0 50.9% 
$ 1 0 1 - $ 1 5 0 23.0% 
$ 1 5 1 - $ 2 0 0 4.7% 
$201 -$250 4.0% 
$251 or above 1.2% 
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Instruments 
Patronage Behavior 
At the beginning of the questionnaire, respondents first identified a cuisine 
that they liked most from among a pre-determined list of nine cuisines including, e.g., 
Chinese, American, Japanese, Italian etc., or any other cuisine that they liked most 
but was not listed. With respect to this cuisine, respondents named one restaurant 
they visited most frequently for that cuisine. This restaurant was referenced as the 
'target restaurant' hereafter. Respondents then listed four restaurants that they 
recently visited, in the exact sequence of previous visits in the past six months. The 
patronage level of this target restaurant was computed as the number of times that 
this restaurant was mentioned on the list. Patronage level ranged from zero to four 
times. 
Service Quality 
Participants rated the service quality of the target restaurant on a 30-item 
scale. Twenty-four items were adapted from Athanassopoulos (2000), which was 
originally developed for the banking industry. The scale was adapted to fit into the 
context of the restaurant industry. The original scale of Athanassopoulos (2000) 
included six factors: Corporate Image (now renamed as Restaurant Image), 
Innovativeness, Staff Service, Pricing, Convenience and Communication. A sample 
item is "The target restaurant strives to provide high-quality food and services". 
In order to fully capture the meaning of Service Quality in the restaurant 
industry, I added two more indicators: Food Quality and Atmosphere to the Service 
Quality construct. 
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Food Quality. Food quality was measured by a self-constructed three-item 
scale indicating participants' judgment on the target restaurant. A samples item is "I 
am satisfied with the food quality of the target restaurant". 
Atmosphere. Atmosphere of the restaurant was measured by another self-
constructed three-item scale. A samples item is "I feel comfortable to dine in the 
target restaurant". 
All of the 30 service quality items were measured on a seven-point Likert-
scale ranging from "strongly agree" (7) to "strongly disagree" (1). A stronger 
agreement indicates greater satisfaction in the respective aspect of service quality. 
Cronbach's a of all the indicators ranged from .65 to .93. 
Commitment 
Affective Commitment to Restaurant. Affective commitment towards the 
target restaurant was measured by a five-item scale adapted from Shemwell, Cronin 
and Bui lard (1994). A sample item is "My relationship with the target restaurant has 
a great deal of personal meaning to me". 
Affective Commitment to Service Staff. Affective commitment to service staff 
was measured by a seven-item scale adapted from Shemwell, Cronin and Bullard 
(1994). A sample item is "My relationship with the service staff of the restaurant has 
a great deal of personal meaning to me". 
Cognitive Commitment. Cognitive commitment was measured by a three-
item scale adapted from Beatty and Kahle (1988). A reversed-coded sample item is 
"If the target restaurant were closed, it would make little difference if I had to choose 
another restaurant". 
All of the 15 commitment items were measured on a seven-point Likert-scale 
ranging from "strongly agree" (7) to "strongly disagree" (1). A stronger agreement 
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indicates greater commitment in the respective aspect. Cronbach's a of the 
indicators ranged from .64 to .94. 
Need for Variety 
Need for variety was measured by a revised version from the Exploratory 
Acquisition of Products (EAP) scale (Baumgartner & Steenkamp，1996). The 
original scale measures individuals' general tendency to seek variety. In this study 
the scale was adapted to measure consumers' tendency to seek stimulation in the 
restaurant context. 
The nine items measured variety seeking in two indicators: (a) food and (b) 
restaurant. A sample item on "need for variety for food" is "Even though certain 
food products are available in a number of different flavors, I tend to buy the same 
flavor." A sample item on "need for variety for restaurant" is "I enjoy taking chances 
in trying different restaurants just to get some variety". 
The seven-point Likert-scale ranged from "strongly agree" (7) to "strongly 
disagree" (1). A stronger agreement indicates greater need for variety. Cronbach's a 
of the two indicators were .60 and .74, respectively. 
Behavioral Intention 
The behavioral intention of participants visiting the target restaurant were 
measured by a five-item scale asking how likely they would visit the target 
restaurant (a) on the next occasion dinning out for that cuisine, (b) in the coming 
three months, (c) in the coming one year, (d) in the coming two years, and (e) in the 
coming five years. A sample question is "In the coming one year, I will still visit the 
target restaurant". The seven-point Likert-scale ranged from "strongly agree" (7) to 
"strongly disagree" (1). A stronger agreement indicates greater intention to 
repatronize the target restaurant in the future. Cronbach's a of this scale was .83. 
Customer Loyalty to Restaurants 31 
Demographics Characteristics 
Demographic variables of the respondents, i.e., gender, age, occupation, 
monthly income, frequency eating out, were measured at the end of the attitude 
survey. 
Repatronage Behavior 
Two months after returning the attitude survey, participants were asked 
through email or telephone whether they had or had not repatronized their target 
restaurant during the last two months (a binary response). 
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CHAPTER 3. RESULTS 
Descriptive Analysis 
Table 2 shows the inter-correlations of factors and observed variables. 
Respondents who expressed stronger behavioral intentions to revisit the target 
restaurant perceived better service quality (r = .41,p < .01), had higher commitment 
(r = .32’ p < .01), and a lower need for variety (r = -.10’ p < .05), and they were also 
more likely to actually revisit the target restaurant ( r= .18. p < .01). Although actual 
repatronage behavior was also associated with higher commitment (r = .10, p< .01) 
and a lower need for variety (r = -.13, p < .01), it was not associated with service 
quality (r = .07，n.s.). Past patronage behavior also did not have any significant 
relation with behavioral intention (r = -.01’ n.s.) and future repatronage behavior (r 
=.07, n.s.). 
Table 2 
Correlation Matrix of Repatronage Behavior and Its Antecedents 
1 2 3 4 5 
1 Service Quality -
2 Commitment .36** -
3 Need for Variety -.08 -.20** -
4 Past Patronage Behavior -.02 .03 -.14** -
5 Behavioral Intentions .41** .32** -.10* -.01 -
6 Repatronage Behavior .07 .10* -.13** .07 .18** 
Note. *p< .05. **p< .01 
Table 3 shows the inter-correlation matrices of indicators and observed 
variables. All of the inter-correlations among service quality indicators were positive, 
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ranging from .11 to .59, and most of them were significant, which indicated the 
convergence among these indicators in measuring service quality. 
The inter-correlations among the three indicators of commitment were 
positive and significant, ranging from .29 to .54’ which also indicated the 
convergence among these indicators in measuring commitment. 
The correlation between the two indicators of need for variety was positive 
and significant, r = .55, p < .01, which indicated these two indicators converge in 
measuring need for variety. 
Behavioral intention significantly correlated with most of the other variables, 
ranging from .14 to .38. Past patronage behavior only significantly correlated with 
need for variety for restaurant (r = -.18’ p < .01); and repatronage behavior only 
significantly correlated with cognitive commitment (r= .13, p < .01), need for 
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Confirmatory Factor Analysis 
Confirmatory factor analysis (CFA) was conducted to examine the 
presence of underlying indicators of service quality, commitment and need for 
variety. As suggested by Anderson and Gerbing (1998), a two-step model is 
preferable since the structural relations among constructs will be found only if 
the measurement model is satisfactory. Hypotheses 1’ 2, and 7 suggested that 
service quality, commitment and need for variety could be represented by 
different indicators in the restaurant industry respectively, and the results of the 
three-factor analysis of the measurement model in CFA confirmed these 
hypotheses. 
The CFA hypothesized model was tested using the EQS 5.7b program 
using the maximum likelihood estimation procedure. The basis of the statistical 
analysis was the covariance matrix of the observed responses. The overall fit and 
the significance of the loadings of individual variables on the hypothesized 
factors were considered. 
The theoretical model yielded a chi-square x^ (62, N = 430) 二 279.95，p 
< .001, with Bentler-Bonett Normed Fit Index (NFI) = .832, Comparative Fit 
Index (CFI) = .863，Bollen (IFI) = .864’ LISREL GFI (GFI) = .901 and the Root 
Mean Square of Approximation (RMSEA) = 0.091，which suggested a fairly 
satisfactory model fit. A clear measurement model consisted of 13 indicators 
pertaining to three factors was identified (Figure 2)，which supported HI, H2 and 
H7 that service quality, commitment and need for variety can be captured by 
different aspects as proposed. 
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Figure 2. Measurement model in the current study 
Note. AC = Affective Commitment. 
*p < .05. **p <.01. ***p < .001 
Evaluation of the Structural Model 
After identifying the measurement model, structural equation modeling 
was conducted in EQS 5.7b using arbitrary generalized least squares (AGLS) 
estimation method, (often referred to as asymptotically distribution free [ADF] 
estimation). This estimation method was employed because it does not assume 
multivariate normality, and the data in the current model is not multivariate 
normal with a categorical variable (i.e., repatronage behavior is a 'yes vs. no’ 
dependent variable). 
Goodness-of-fit of the proposed model (Model 1) was satisfactory, with 
Yuan-Bentler Corrected AGLS f (99’ N = 430) = 297.32, p <. 001. (Yuan-
Bentler Corrected AGLS is a corrected ADF statistic which works substantially 
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better in medium to small samples [Yuan & Bentler, 1997]), with Bentler-Bonett 
Normed Fit Index (NFI) = .997’ Bentler-Bonett NonNormed Fit Index (NNFI) 
=.996’ Comparative Fit Index (CFI) = .997，Bollen (IFI) = .997’ and Root Mean 
Squared Residual (RMR) = .071. The often reported fit index of Root Mean 
Squared of Approximation (RMSEA) was not used in this study, because the 
presence of categorical variable typically violated the conditions for significance 
testing with RMSEA (e.g., distribution without excessive kurtosis, robustness 
conditions for test statistics) (Satorra, 1990). Figure 3 shows the structural model 
of Model 1(M1) with standardized parameter estimates. Results showed that the 
path from patronage behavior to behavioral intention was not significant, path 
coefficient = -.037, p > .05, disconfirming the hypothesis that patronage behavior 
predicts behavioral intention (H6). Therefore, this path was removed from the 
model and a new model (Model 2) was then analyzed. 
Goodness-of-fit of Model 2 (M2) was satisfactory, with Yuan-Bentler 
Corrected AGLS (100’ N = 430) = 297.53，p <• 001’ NFI = .997’ NNFI = .996’ 
CFI = .997, IFI = .997 and RMR = .070. Figure 4 shows the structural model of 
M2 with standardized parameter estimates. Compare with Ml , the likelihood 
ratio test indicates that M2 did not significantly worsen the model fit: Ax^ (Adf = 
1) = .21, p > .05. Therefore, it is believed that M2 represents a better structural 
model in the current study, with all the parameter estimates being significant. A 
comparison of the results of Ml and M2 are shown in Table 4. 
Table 4 
Chi-Squares Statistics, Degrees of Freedom, and Fit Indices of the Models 
AGLS Df Ax^ (Adf) N H NNFI OT M RMR 
Model 1 297.32 ^ 1 0 . 9 9 7 0 . 9 9 6 0 . 9 9 7 0 . 9 9 7 0 . 0 7 1 
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Service Quality and Commitment. Hypothesis 4 suggested that service 
quality would positively influence commitment to the restaurant. Results 
supported this hypothesis, as service quality significantly predicted commitment, 
with its path coefficient = .43,/? < .001, meaning that the higher the customers' 
perception of service quality of a restaurant, the greater the commitment to the 
restaurant. 
Commitment and Behavioral Intention. Hypothesis 5 suggested that 
commitment would positively influence behavioral intention. Results supported 
this hypothesis, as commitment significantly predicted behavioral intention, with 
its path coefficient = .34，p < .001, meaning the greater the customers' 
commitment to the restaurant, the greater their intention to visit the restaurant 
again. 
Direct and Indirect Effects of Service Quality on Behavioral Intention. 
Hypothesis 3 suggested that service quality would have a direct effect on 
behavioral intentions (direct effect), and Hypothesis 6 suggested that service 
quality would also indirectly influence behavioral intention through commitment 
(indirect effect). Results of Model 2 showed that both the direct effect (path 
coefficient = .25’ p < .001) and indirect effect (p < . 001) of service quality on 
behavioral intention were significant. Thus, Hypotheses 3 and 6 are confirmed 
that service quality did not only directly influence behavioral intention, but its 
effect was also mediated by commitment. Therefore, commitment's mediation 
effect of service quality on behavioral intention is a partial mediation. 
Need for Variety and Past Patronage Behavior. Hypothesis 8 suggested 
that need for variety would negatively affect past patronage behavior. Results 
supported this hypothesis, as need for variety significantly predicted past 
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patronage behavior, with its path coefficient = -.18, p < .001, meaning that the 
lower the participant's need for variety, the higher their chances of visiting the 
target restaurant. 
Past Patronage Behavior, Behavioral Intention and Repatronage 
Behavior. Although past patronage behavior failed to predict behavioral intention, 
it positively predicted repatronage behavior with a significant path coefficient 
=.16，p < .001 • Thus Hypothesis 10 was supported, that past patronage behavior 
positively influenced repatronage behavioral, i.e., the greater the customers' 
patronage behavior level, the greater their chances of repatronizing the target 
restaurant in the future. 
Moreover, behavioral intention also significantly predicted repatronage 
behavior, with a path coefficient = .24，p < .001. Thus Hypothesis 9 was 
supported that behavioral intention positively influenced repatronage behavior, 
i.e., the greater the customers' behavioral intention to revisit the target restaurant, 
the greater their chances of repatronizing that restaurant in the future. 
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CHAPTER 4: DISCUSSION 
The present study investigated (a) how service quality affects customers' 
commitment and intention and thus future repatronage behavior in restaurant, 
and (b) how individuals' need for variety influence their restaurant patronage 
behavior through past behavior and its impact on intention. Results show that 
customers' perception of service quality influences their behavioral intention 
through commitment to the restaurant, hence their future repatronage behavior. 
Customers' need for variety also has a significant negative effect on their 
restaurant patronage behavior. 
Commitment in Restaurant: Affective and Cognitive 
Results confirm hypothesis 1 that commitment consists of both a 
cognitive commitment, which involves a strong resistance to change, and an 
affective commitment, which refers to the emotional bonding to the restaurant 
and its staff. This finding is in line with the growing attention on the importance 
of emotional bonding with the service-provider in assuring a long-term 
successful business relationship in the service industry (e.g., Foumier, 1998; 
Oliver, 1998; Shemwell, Cronin & Bullard, 1994). This stresses the importance 
of the relationship with customers if restaurant operators wish to develop a high 
level of commitment in their customers to ensure customer loyalty. 
Affective commitment of customers consisted of two aspects: affective 
commitment to the restaurant, and affective commitment to the service staff. 
Affective commitment to the restaurant may be established by a general feeling 
of personal recognition, familiarity or having a memorable experience in that 
restaurant, which were found to be factors that drove customers to revisit the 
restaurant (Mattila, 2001). Affective commitment to service staff is another 
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important indicator of the construct, since much of the customers' affective 
experiences derive from personal interactions with waiters/waitresses. They are 
the active agents delivering the catering service to customers, and thus account 
for an important part of evaluation on the service received. Commitment to 
service staff may be affected by a number of factors, including service s taffs 
attitude, manner, language and way of interaction with customers. Restaurant 
operators should thus focus on how to create a feeling of emotional bonding in 
customers in order to build up their affective commitment. 
The Service Quality Indicators in Restaurants 
Results also confirm hypothesis 2 that service quality can be captured by 
eight indicators: Food Quality, Atmosphere, Restaurant Image, Innovativeness, 
Staff Service, Pricing, Convenience and Communication. Among the eight 
indicators, the first five indicators are stronger indicators of the service quality 
construct (with standardized factor loadings greater than .60). Restaurant 
operators who focus on improving service quality should give priorities to food 
quality, atmosphere, restaurant image, innovativeness and staff service. 
Delivering quality service is considered an essential strategy for success 
and survival in today's competitive market. Previous research showed that 
customers' perception of firms' service quality is a good predictor of their 
behavioral intentions in various settings. These settings include retail industry 
(Dabholkar, Thorpe, & Rentz，1996)，banking and fast food (Cronin & Taylor, 
1992), and entertainment services, health care and supermarket (Bloemer, Ruyter, 
& Wetzels, 1999). Although service quality is believed to be related to 
purchasing behavior, most published work only focused on its relationship with 
satisfaction, evaluation of service received, and future purchase intention and 
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other behavioral intentions (e.g., word-of-mouth communication). It is necessary 
to demonstrate that service quality not only enhances customer satisfaction, but 
also stimulates more purchases. The present study takes a further step to show 
that the perception of service quality have a significantly positive impact on 
customer's actual patronage behavior in restaurant industry, through its influence 
on commitment and behavioral intention to revisit. The results of the study 
confirm the hypotheses that service quality not only have a direct effect on 
behavioral intentions (H3), but it also indirectly influences behavioral intention 
through commitment to the restaurant (H6). Specifically, perception of high 
service quality leads to greater commitment to the restaurant, which further leads 
to greater intention to revisit the restaurant. 
Service Quality ’s Direct Effect on Behavioral Intention 
Results from the structural model show that customers' perception of 
service quality directly influences their behavioral intention, which is consistent 
with past research findings (e.g., Akviran, 1994; Athanassopoulos, 2000; Cronin 
et al.’ 2000; Cronin & Taylor, 1992; Zeithaml et al., 1996). As suggested by 
Parasuraman, Zeithaml, and Berry (1985), customers usually compare firms' 
actual performance with their expectations. When performance exceeds or falls 
short of expectations, positive and negative disconfirmation results. Positive 
disconfirmation leads to satisfaction or perception of high service quality, while 
negative disconfirmation leads to dissatisfaction or perception or low service 
quality. Based on positive perception of service, customers form positive 
attitudes and raise their intention to purchase the service. The results of the study 
show that this link also holds true in the restaurant industry. Restaurants with 
good image and staff service which provide good food with innovation and 
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pleasant atmosphere definitely increase customer's intention to revisit the 
restaurant. 
Service Quality's Indirect Effect on Behavioral Intention through Commitment 
As past research pointed out, the exact nature or process of the 
relationship between service quality and behavioral intention remains unresolved 
(Cronin et al.’ 2000). Results in the present study show that service quality has a 
significant indirect effect on behavioral intention through its impact on 
commitment. This finding supports the hypothesis that commitment is a 
mediating factor of service quality's effect on behavioral intention. If the 
perception of service quality of a restaurant is high, customers will have a greater 
commitment to the restaurant, and so their behavioral intention to revisit is 
greater. Given that the direct influence of service quality on behavioral intention 
was also significant, the mediating effect of commitment is a partial mediation. 
Service Quality as Antecedent of Commitment. The present study extends 
and confirms the speculation of previous studies (Kelly & Davis, 1994; Pritchard, 
Haviz’ & Howard, 1999) that service quality was an antecedent of commitment. 
According to Pritchard, Haviz, & Howard (1999), one element of the information 
process they proposed in explaining commitment is confidence. Attitudinal 
confidence has been described as an evaluative mechanism where consumers 
assess whether brand beliefs are accurate and their attitude warranted (Dick & 
Basil, 1994). It follows that if customers' attitudes and judgments about the 
service quality of a restaurant are positive and favorable, they are confident that 
their choice of restaurant is an accurate decision. And when consumers are 
confident about their judgments, it stabilizes their brand attitude (Day, 1970). 
Thus，customers' perception of high service quality make them confident about 
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their choice of a good restaurant, and this thought further stabilizes their 
restaurant preference and maximizes their resistance to change. This line of 
reasoning may help explain why perception of service quality leads to cognitive 
commitment. 
On the other hand, affective commitment may better be explained in 
terms of the effects of atmosphere, restaurant image or even innovativeness of 
the service quality construct. The atmosphere or the ambience of a restaurant is 
an essential tool to create the desired style or image of a restaurant. If that 
atmosphere and style or their innovative menu match with customers' taste and 
preference, customers will have a special fondness or preference towards the 
restaurant. Moreover, if customers have had some memorable past experience 
that was created in part by the atmosphere of the restaurant, they may develop a 
sense of emotional bonding with the restaurant (Mattila, 2001). This is similar to 
the identification process proposed by Pritchard, Haviz, & Howard (1999), in 
that if consumers value the service provided in a restaurant, they may identify 
with the service or the ambience of the restaurant, thus breeding affective 
commitment. 
Commitment as Antecedent of Behavioral Intention. Results of the present 
study confirm the hypothesis that commitment is an antecedent of behavioral 
intention, that the greater the commitment to a restaurant, the greater the 
behavioral intention to visit the restaurant. The primary evidence of commitment 
is resistance to change (Pritchard, Haviz, & Howard, 1999). This remains a 
strong tendency against rival competition in the market. Once customers have 
become committed to a restaurant, they value their relationship with the 
restaurant highly, have a desire to maintain that relationship with the restaurant, 
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and thus have a high intention to visit the restaurant again. This finding echoes to 
past research findings that commitment is an antecedent of continued patronage 
and loyalty (Day, 1969; Dick & Basu, 1994). The present finding also confirms 
previous research that respondents' repurchase decisions were driven by their 
emotional bonding with the restaurant Mattila (2001). The present study thus 
once again stresses the importance of commitment in fostering repurchase 
intention and behavior. 
Hence, the result of the present study extends previous research that, in 
the restaurant industry, service quality is an antecedent of commitment, and its 
effects on behavioral intention is partially mediated by commitment. Restaurant 
operators should not just focus on improving its service quality, but also consider 
how the impact of its service quality on commitment can help increase 
customers' behavioral intention to repatronize the restaurant. 
The finding that commitment could not fully mediate the influence of 
service quality on behavioral intention implies that there may be other 
intermediate processes between service quality and behavioral intention in 
restaurant patronage behaviors. As Cronin et al. (2000) suggested, possible 
intermediate links between service quality and behavioral intention may include 
'service value', defined as "the consumer's overall assessment of the utility of a 
product based on perceptions of what is received and what is given" (Zeithaml, 
1988); or 'satisfaction', which reflects the degree to which a consumer believes 
that the possession and/or use of a service evokes positive feelings (Rust & 
Oliver, 1994). Future studies should investigate how these potential mediating 
factors can help explain the effect of service quality on behavioral intention. 
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Variety-Seeking Behavior: Need for Variety 
Another aim of the present study is to investigate the relationship 
between variety-seeking tendency and customer loyalty. Past literature suggested 
that people with a high need for variety are more likely to engage in variety 
seeking behavior than those with a low need for variety (e.g., Baumgartner & 
Steenkamp, 1996; Raju, 1980). I propose in the present study that need for 
variety can be captured by two indicators, which are need for variety for food 
and need for variety for restaurant (H7). Results of the study support this 
hypothesis. This finding provides a more refined conceptualization of the 
construct in the restaurant context, that the variety consumers seek in patronizing 
restaurants can be divided into need for variety for food in general and need for 
variety for restaurant. 
It was hypothesized that need for variety would negatively affect past 
patronage behavior (H8). Results of the study confirm this hypothesis, that the 
lower the need for variety of a customer, the higher his/her patronage level. 
Customers with a high need for variety tend to seek more stimulation in 
restaurant patronage by trying different restaurants and engaging in exploratory 
behavior, thus tend not to visit the target restaurant as often as customers with a 
low need for variety. 
The primary motivational mechanism for variety-seeking behavior is the 
desire to maintain an optimal level of stimulation. In restaurant patronage, as in 
other consumer contexts, repeated visits for a restaurant reduce its stimulation 
potential for the customer because the choice is no longer novel or complex to 
the customer (Berlyne, 1960). This leads to boredom or lack of stimulation, and 
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the customer may attempt to increase stimulation by switching to a different or 
novel restaurant. 
Need for variety is an individual characteristic that varies from individual 
to individual. From the restaurant operators' point of view, it seems to be a factor 
that they cannot control. Menon and Kahn (1995) manipulated the context of 
choice and found that consumers' variety seeking may be reduced by providing 
variety in other aspects of the choice context. Choice context was defined as the 
'retail environment or variation in purchasing among items in a different product 
class'. The conclusion of their study is that more brand-loyal behavior may be 
induced by introducing variety in the purchase context. This sheds light on the 
present study that restaurant operators can capture more patronage behavior from 
customers with a need for variety by providing more stimulation in the choice 
context of restaurant. 
Choice context in a restaurant includes the physical environment, the menu 
offered, etc. More novelty and stimulation may be provided by having more 
sophisticated decoration that matches the style or theme of the restaurant, with 
some appropriate music being played to create a pleasant atmosphere, or 
providing some special menu during festivals or on special occasions (e.g., 
Valentine's Day) on top of the regular menu offered. More novelty or surprises 
may be having lucky draw with free dish as reward at weekends, or having live 
band and singers who greet and sing for customers personally when they visit the 
restaurant on their birthdays. These kind of varieties in the restaurant choice 
context not only provides stimulation and fun, but they also help create better 
atmosphere and restaurant image that are likely to lead to customer delight and 
may also help build up emotional bonding with the restaurant. 
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All in all, the present study attempted to examine the relationship between 
variety-seeking behavior and customer loyalty. While confirming that high need 
for variety would lead to less patronage behavior, it is suggested that changing 
the choice context in the restaurant can reduce the need to obtain stimulation by 
restaurant switching, because the desired level of stimulation can be obtained 
from changes in the external context. 
Past Patronage, Behavioral Intention and Repatronage Behavior 
Besides examining psychological indicators of customer loyalty (e.g., 
attitudes and commitment towards the restaurant), the present study also 
investigated behavioral indicators by measuring actual purchasing behavior. As 
predicted, results of the structural model show that behavioral intention 
significantly influenced future repatronage behavior (H9), and past patronage 
behavior also significantly influenced future repatronage behavior (HIO). 
However, contrary to our prediction (Hll) , past patronage behavior did not 
affect behavioral intention. 
From Behavioral Intention to Repatronage Behavior 
The finding that behavioral intention significantly influenced future 
repatronage behavior is consistent with the theory of reasoned action (Ajzen & 
Fishbein, 1980) in many previous research investigating intention and behavior 
in the consumer context (e.g., Zeithml et al., 1996; Blomer et al., 1999; Cronin et 
al.’ 2000). Being the immediate antecedent of behavior, and preceded by 
perception of service quality and commitment towards the restaurant, a strong 
intention to revisit the restaurant significantly led customers to revisit the target 
restaurant after two months. 
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However, while past patronage behavior significantly predicted future 
repatronage behavior, it failed to predict behavioral intention in the present study, 
which is contradictory to many previous studies investigating the relationship 
between past behavior and future behavior (e.g., Bentler and Speckart, 1979, 
1981; Norman & Smith，1995; Ouellette & Wood, 1998). In fact, there has been 
lots of debate in the literature about the role of past behavior on future behavior 
(Ajzen, 2002). I now try to explain the present results with some of their 
arguments. 
From Past Patronage Behavior to Future Repatronage Behavior 
The Habituation View. Ouellette and Wood (1998) argued that past 
behavior guided future behavior through two processes. One process is that 
frequent performance in the past reflects habitual patterns that are likely to be 
repeated automatically in future responses. In the present model, this effect refers 
to the path from past patronage behavior to future repatronage behavior. This 
direct effect from past behavior to future behavior is based on routinized 
repetition of behavior, which is unmediated by attitudes and perceptions that are 
represented by intention. 
In the present study, repeated past patronage to the same restaurant might 
result in routinization of behavior, given a stable context, customers tend to visit 
the same restaurant as the patronage behavior has become routine or habitual. 
Once a behavior becomes habituated over time, it is not actively deliberated upon 
at time of the act (Beatty & Kahle, 1988). It may seem illogical to suggest that 
one does not actively consider which restaurant to go to, as the consumption of 
service should at least involve some mental processing given a choice situation. 
However, Day (1969) suggested that although habit is not a reasoned action, it 
Customer Loyalty to Restaurants 53 
might nevertheless derive from an action that at one point was reasoned. 
Therefore, going to the same restaurant for lunch every day could have been a 
reasoned action that was once the result of careful deliberation on various factors 
(e.g., service quality, physical convenience etc.) about the restaurant, which lead 
a customer to have an intention to visit the restaurant. Over time after the 
customer has repeatedly visited the restaurant for many times, the behavior 
becomes habituated and the customer just goes to that restaurant out of habit 
without carefully considering his/her perception on the restaurant. Indeed, it has 
been suggested that even the decisions of highly committed individuals might be 
due to the repetitive nature of purchase behavior being internalized (Beatty & 
Kahle, 1988). Thus the path from past patronage behavior and future patronage 
behavior may be explained by habituation. 
The Reasoned Action View. On the other hand, Ajzen (2002) challenged 
the explanatory power of habituation on explaining the effect of past behavior on 
future behavior. He reasoned that just because a behavior has been performed 
many times does not follow that it becomes automatically activated. His reasoned 
action perspective suggested that whether a frequently performed behavior has or 
has not habituated is an empirical question, which cannot be answered without an 
independent measure of habit. He also argued that the association between past 
and future behavior is merely a demonstration that the behavior is stable over 
time. The reason for this stability may simply be that whatever factors (e.g., 
intention, perceived control over the behavior) determined the behavior in the 
past continue to exert their influence in the present. According to this reasoning, 
the reason that past patronage behavior significantly predicted future repatronage 
behavior was not due to habituation, but showed that restaurant patronage 
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behavior is stable, and factors that influenced past patronage behavior also 
influenced future repatronage behavior. 
Ajzen (2002) also pointed out that as long as the situation remains stable, 
a behavior that has been performed frequently in the past is likely to be 
performed again. It is also generally agreed that frequently performed behaviors 
can become habitual or routine and be enacted without much conscious attention. 
While restaurant patronage can become habitual, instead of being automatically 
enacted without much conscious attention, it may be more reasonable to view the 
behavior, as many researchers suggested that most routines in everyday life were, 
as a "semiautomatic" response pattern that involves controlled as well as 
autonomous phases (Bargh, 1989; Wegner & Bargh，1998). In conclusion, 
different views have different conceptualizations of why past behavior influences 
future behavior. The present study showed that being a 'semiautomatic" behavior, 
past restaurant patronage significantly predicted future patronage behavior. 
From Past Patronage Behavior to Behavioral Intention 
The second process by which past behavior affects future behavior 
suggested by Ouellette and Wood (1998) is that when behaviors require 
deliberate consideration under unstable contexts, the effects of past behavior on 
future behavior are mediated by intentions. However, the present results did not 
show a significant effect of past behavior on intention. There are two possible 
explanations on this. 
One possible explanation may be related to one's variety-seeking 
tendency. If a customer has repeatedly visited a restaurant for many times such 
that the patronage behavior has become a routinization, he/she may feel bored by 
the repetition and wish to seek alternation and stimulation. Then it is possible 
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that the customer does not intend to visit that same restaurant again and wish to 
seek variety by switching to a different restaurant instead. This is mainly driven 
by one's need for variety to engage in exploratory behavior, which is a counter 
effect of habit, which drives people to always choose the same choice. It may 
also be that restaurant patronage behavior by nature tends to breed boredom 
easily in individuals with a high need for variety. Thus, on the one hand, people's 
habit drives them to visit the same restaurant due to routinization, but on the 
other hand, they actually want to seek variety in their restaurant choices, and so 
they do not intend to visit the same restaurant. These counter-acting forces of 
habit versus a need for variety nullify the effect of past behavior on behavioral 
intention. 
Another possible explanation is customer's perceived behavioral control 
on the choice of restaurants. Perceived behavioral control is one important factor 
under the theory of planned behavior (Ajzen, 1988, 1991), which asserts that 
factors that may facilitate or impede performance of a behavior is a crucial 
element guiding behavior. Visiting a restaurant may also have other external or 
social influences, like physical constraints to reach the restaurant, pressure from 
peer or family with whom one visits the restaurant. For example, a person plans 
to have dinner with a friend but his/her friend prefers a different restaurant. If 
that friend insists on visiting a different restaurant, then that person is said to 
have low perceived behavioral control on the choice of restaurant. Since 
restaurant patronage is a social behavior, similar kind of social pressure should 
often exert influence on the choice of restaurant. In general, a consumer has low 
perceived behavioral control on the choice of restaurant because the customer 
has to consider others' needs. Thus past patronage behavior, which also reflected 
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other people's desires, may not be predicting a person's individual behavioral 
intention to visit the restaurant in the future (without having to consider other 
people's preferences). 
Conclusion: Two Routes to Repatronage 
The present study investigated customer loyalty in restaurant by 
incorporating attitudinal, affective and behavioral factors to understand and 
predict repatronage behavior. Results indicate two routes that significantly 
predicted future repatronage behavior. The first route is one of a reasoned action, 
as behavior is preceded by behavioral intention, which is affected by perceived 
service quality and commitment to the restaurant. The second route is one of a 
habitual process, that repatronage is mainly influenced by past patronage 
behavior, which is affected by individuals' need for variety. This finding is 
consistent with previous research that a number of everyday behaviors are 
controlled partially by intentions and controlled in part by habit (Eagly & 
Chaiken, 1993). The findings of the study provide useful insight for restaurant 
operators to plan for effective marketing strategies to attract customers and build 
loyalty in customers. 
Limitations 
There are a few limitations in the present study that are worth noting. 
First of all, since most of the data were collected through the mass mailing 
system of the university, most of the respondents were students (75.8%). The 
results may not be generalizable to the general consumer population. Further 
studies should incorporate sample groups from other sectors of the population in 
order to examine the generalizability of the present findings. 
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Secondly, the current study did not measure future repatronage behaviors 
using perfectly corresponding behavioral intention items ---- the actual future 
repatronage behavior was captured two months after the attitude survey, but the 
five items asking behavioral intention asked whether participants would visit the 
target restaurant "on the next occasion", and in the following "three months" to 
"five years". A follow-up analysis was conducted with the two behavioral 
intention items that are closest to the actual future behavior, (i.e., asking whether 
participants would visit the target restaurant "on the next occasion", and in the 
following "three months") fitted in the same structural equation model (M2). 
Results show that the new model fit is satisfactory, but the AGLS chi-square of 
this new model [AGLS %^(100, = 430) = 309.12,/? <. 001] is slightly greater 
than that of M2 [AGLS (100, N = 430) = 297.53，p <. 001]. Therefore, I 
decided to retain the existing model of M2. The five original behavioral intention 
items with questions asking intention across different time points may provide a 
broader definition of intention that is more stable over time, versus the dependent 
variable which just asked whether participants had visited the restaurant again 
after two months. The concept of intention in the loyalty context may mean more 
than just asking if customers will visit the restaurant again in a short-time 
perspective, but also whether they have a stable intention over a longer period of 
time. 
Lastly, as mentioned earlier, perceived behavioral control may have 
affected respondents' patronage level. However, this factor was not measured in 
the present study, so future research should incorporate this factor (and other 
external factors that exert influence on the choice of restaurant) and test its 
strength on predicting behavioral intention as well. 
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Implication 
Existing studies of customer loyalty mainly focus on how marketers can 
breed loyalty among customers without understanding what loyalty comprises in 
restaurants. By investigating the loyalty of customers on their perceived service 
quality and commitment of a restaurant, this study has enriched the theoretical 
basis of what 'loyalty' exactly constitutes in restaurants. By understanding how 
the various factors under service quality influence consumers' restaurant 
repatronage behavior, restaurant owners and marketers can have a clearer idea 
about how to provide high quality service that will build up high affective and 
cognitive commitment to the restaurant, and increase intention to repatronize and 
ultimately develop customer loyalty. 
Managerial Implication 
This study suggests that affective commitment constitutes an important 
part of customer loyalty. Since much of the customers' affective experiences 
derive from personal interactions with the service provider, the server's ability to 
recognize and monitor the customers' emotions becomes important. 
In order to build up a high level of commitment, it is important to create a 
pleasant and warm relationship with customers. Indeed, interpersonal treatment 
was suggested to be a central theme in the conceptualization of customer service 
(Leung, Li & Au，1998). It was suggested that the process of service delivery and 
interaction between customers and service-provider should be governed in order 
to understand the needs of customers and provide them with individualized 
attention. Restaurant operators can maximize social bonding by focusing on 
enjoyable interaction and personal connection (Gremler & Gwinner, 2000). An 
example of interpersonal bonding is having service staff recognize customers by 
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name and know their preference (Mattila, 2001). Indeed, smart restaurant 
operators have realized the need to provide relationship training for front-line 
personnel. For example, Seattle's Best Coffee trained its employees to greet their 
regular customers personally, have appropriate eye contact and other nonverbal 
gestures when necessary (Cebrzynski, 1998). 
In addition to fostering customer-service staff interactions, restaurant 
operators can enhance emotional bonding by focusing on value-added benefits 
(Mattila, 2001). The key is to provide benefits that distinguish the restaurant 
brand from its competitors. For example, restaurants may reward loyal customers 
with a free dish on the customer's birthday. Social benefits like this will provide 
memorable experience, foster a sense of personal meaning and is likely to result 
in customer delight, which in turn is a precursor of continued loyalty in today's 
competitive market (Keiningham & Vavra, 2001). All in all, restaurant operators 
who strive to establish a positive relationship with customers and enhance 
service quality can build up high commitment in customers and thus lead to 
repeat patronage and loyalty. 
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APPENDIX A: Theories Explaining The Cognitive Mechanisms Behind 
Variety- Seeking Behaviors 
Optimal Stimulation Level 
The concept of optimal stimulation level (OSL) is postulated to explain 
variety-seeking tendencies in consumers (Faison, 1977; McAlister and Pessemier’ 
1982; Rogers, 1979; Venkatesan, 1973). According to this view, each consumer 
needs a certain optimal level of stimulation (OSL) to function effectively. This 
ideal level of stimulation pertains to the amount of stimulation a person prefers, 
in general, from all internal and external sources across all possible situations 
and over time (Zuckerman, 1979). When an environment provides stimulation 
below the optimal level, the individual is bored and will seek variety in order to 
restore the stimulation experienced to the preferred level. In the restaurant 
context, 'environment' may include the decoration, food menu, the physical 
establishment of the restaurant itself etc. For example, if the food menu of a 
restaurant has never changed for several years, customers tend to get bored and 
seek variety in other restaurants in order to optimize the stimulation level. 
Conversely, if the environment provides very high stimulation above the 
optimal level, the individual seeks more moderate situations by reducing or 
avoiding novelty or variety. For example, if the environmental cues provided in a 
certain restaurant (e.g., rock music, eye-catching decorations, live-band etc.) are 
too arousing, customers will reduce the level of variety experienced by switching 
to another restaurant. 
Product Category Differences in Variety-Seeking Behavior 
A few studies (Steenkamp, Baumgartner & Van der Wulp, 1996; Wahlers 
& Etzel，1985) suggested that it may not be OSL per se that motivates variety 
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seeking behavior, but rather the discrepancy between OSL and the actual level of 
stimulation (ASL) experienced in a particular situation. OSL is an attribute of the 
individual, whereas ASL is an attribute of the product. According to this view, 
variety in product choice behavior only occurs if it provides enough stimulation 
to restore the correspondence between ASL and OSL. This implies that, even 
though consumers with a higher OSL are on average more likely to exhibit 
exploratory behavior such as variety seeking, they do not necessarily do so for all 
products and in all choice situations to the same extent. Instead, they engage in 
variety seeking only if the amount of stimulation inherent in the variety switch 
resolves the discrepancy between ASL and OSL. 
In the restaurant context, this implies that if OSL is greater than the ASL 
experienced in a particular restaurant (i.e., the restaurant does not provide enough 
stimulation), the person will switch to another restaurant that provides greater 
ASL. On the contrary, if OSL is lower than ASL experienced in that restaurant, 
the person will switch to another restaurant with lower ASL. 
Hence, the "OSL-only" view suggests that some people with high OSL is 
more likely to engage in variety seeking behavior and this is some sort of 
individual differences, whereas the "OSL & ASL” view suggests that whenever 
OSL is greater than ASL, a person will engage in variety seeking behavior. 
Moreover, stimulation-regulating behaviors such as variety seeking are product 
category-specific phenomena that depend on the consumer's perception of the 
product category (Hoyer & Ridgway, 1984). In other words, variety-seeking 
behavior appears to be a product category-specific phenomenon, in which 
consumers may seek variety in one product category but not in another (Van 
Trijp, Hoyer & Inman’ 1996). 
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